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Abstract  
Social commerce has made a paradigm shift where consumers purchase commodities using social commerce 
websites. Social media plays a vital role in reaching customers and potential buyers. It has changed the 
traditional way of marketing into social marketing. Wide acceptance of social media by businesses and 
consumers apparently have provided enormous research opportunities. Hence, the purpose of the current study 
was to formulate and validate a comprehensive model to examine consumer intentions of social commerce 
websites. In this study, Technology Acceptance Model (TAM) was extended with collaboration technology 
constructs. The model was empirically tested for its statistical validity. Data were collected by administering a 
survey questionnaire. Structural equation modeling (SEM) approach was used for data analysis. The findings of 
this study would help to narrow the knowledge gap in this context and will provide valuable information for 
organizations to develop competitive long-term marketing strategies. 
Keywords: Social Commerce; Social Media; Intention to Use; TAM0.  
1. Background of the study 
Popularity of social networking sites has created a new era of electronic commerce known as social commerce.  
Social commerce refers to a form of commerce that is mediated by social media and is converging both online 
and offline environments [1]. This enables consumers to be in an active position in cyber space [2]. The use of 
social networking sites has increased rapidly. This rapid increase was due to the increase of mobile phone usage 
and the rapid spread of the Internet [3].  
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According to the authors of [4] social networking sites have become a part of human life. Social commerce 
encompasses the use of web-based media that permit people to participate in marketing transactions; selling, 
comparing, reviewing, buying, and sharing of products and services in both online and offline marketplaces, and 
in communities [5:2,6].  Social commerce encourages to get the support of a large network of online peers 
(formed by friends, colleagues, acquaintances or unknown people) who share their experience on online 
purchasing related to products and services information [7]. Consumers can share information with their friends 
and other communities about product characteristics that can help in making online purchasing decisions 
[5,8:2,9]. Consumers often rely on the advice and recommendations from online friends when making the online 
purchase decisions [2,10]. As a consequence, the bargaining power has been shifted from the seller to the buyer. 
This has resulted in shifting the relationship between businesses and existing and potential consumers [11,12]. 
Today, survival in the e-commerce driven market is difficult unless they incorporate social media into their 
businesses [2]. Apparently, it is vital for sellers to analyze the impact of social media on consumers’ purchase 
intention. Authors of [13] stressed that investigating the implications of social commerce on consumer decision 
making process stages, are worth for leveraging the performance of organizations. Evolution of social media and 
online social networks has opened new streams of research in information systems. The authors of [3] 
emphasized the importance of investigating the role of social commerce on consumer decision making, 
specifically their intention to purchase online. Thus, the purpose of the current study is to develop and validate a 
comprehensive model to examine the role of social commerce on online purchasing intention of consumers. 
Findings of this study will add value to the social science studies, and it would provide valuable information to 
marketers on important behavioral factors and social factors in relation to consumer usage of social commerce 
when developing their marketing strategies. The subsequent sections of the paper are organized as follows. 
Section 2 provides a review of literature on social commerce and the theoretical foundation of TAM and other 
constructs. Section 3 presents the conceptual model and the hypotheses formulated based on literature. Section 4 
provides the research methodology. Section 5 presents the data analysis. Section 6 will cover the limitations and 
future research opportunities. Finally, Section 7 presents the conclusion of the study. 
2. Literature Review 
2.1 Social Media 
The authors of [14:61] defined social media as a group of the Internet-based applications that build on the 
ideological and technological foundations of Web 2.0, which allows the creation and exchange of User 
Generated Content. The findings of [15] highlighted that individuals use social media sites (Facebook, 
MySpace, Twitter, YouTube, virtual communities, etc.), to create profiles to share their knowledge and their 
experiences, to share information about themselves and to interact with others who have similar interests. Social 
media tools provide better communication channel between firms and other participants (e.g., customers, 
suppliers, agents etc.) [16]. It is an innovative way for firms to identify products with high selling potentials [17] 
and a better channel for attracting and retaining online customers. Social media networks alter the way we 
engaged in marketing and consumers now have direct collaboration with one another [15]. Considerable budget 
allocations should be done in company’s marketing budget for social media marketing as social media is a 
powerful marketing channel through which companies connect with their target audience [18]. Today, it is 
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obvious that, social media enables marketers to better serve existing customers and attract prospective customers 
in an innovative way.  
2.2 Online Purchase intention and consumer behavior 
The authors of [19] stated that a person will create an attitude based on believes and forms an intention to 
behave regarding that attitude. Further, they pointed out that the intention to behave is the prime determinant of 
the actual behavior and it decides the number of attempts they are trying to perform a certain behavior. The 
researchers of [20] stated the strength of a consumer’s intention to make a purchase decision via the Internet will 
be determined by the customers’ online purchase intention in the e-commerce environment. The authors of 
[21:53] identified three approaches of social influence: 1) compliance (subjective norms) - individuals’ identify 
that a person who owns the power wants them to accomplish a certain behavior, 2) internalization (group norm) 
- individuals’ requirement to accept the goals that shared with others, and 3) identification (social identity) - 
individuals’ preference to create a relationship with another person or a group.  
2.3 Social Commerce 
Authors of [11:609] defined social commerce as the online buying and selling activities initiated via social 
media, which entails business transactions through either social media (e.g., on a Facebook store) or other e-
commerce sites. According to the author of [22] social commerce refers to a subset of electronic commerce that 
involves using social media; an online media that supports social collaboration and user assistance to support 
online purchasing and trading of goods and services. Further, it is considered as a platform that unites people 
online and influences those connected networks for their business goals [22]. Collaborations on the Internet, 
especially using social media networks have transformed e-commerce into social commerce enableing 
companies to reach consumers with greater productivity than integrating user genarated content to traditional 
shops [5]. The social networks in e-commerce can be accessed by different communication channels and 
provide facilities for products rating, feedback, reviews, discussion groups and forums and rating about the 
product quality, trustworthiness and support [7].  Today, online consumers have more control and bargaining 
power than traditional consumers because the Internet offers more facilities for the consumers and 
product/service providers as well as availability of information about products and services is high [18]. Authors 
of [23] identified that the Internet has shifted the balance of power from sellers to consumers as it has become 
stress-free for them to make comparisons and evaluate product alternatives by avoiding the  gravity of 
salespeople. Moreover, consumers prefer online buying for convenience and most of them search product 
information before purchasing the products [24]. The authors of [17] identified three major characteristics of 
social commerce websites: presence of social media technologies, community interactions and commercial 
activities. According to them, these characteristics create the possibility of information exchange before the 
purchasing of the product. Further, the authors of [17] affirmed that there are two major structures of social 
commerce web sites. First, add facility to post advertisements and perform transactions. For instance, Facebook, 
LinkedIn, and several other social networking web sites allow advertisements that can be easily posted by the 
members. Second, add social networking competences which allow better recognizion for B2C web sites and 
provide assistance to their customers. 
American Scientific Research Journal for Engineering, Technology, and Sciences (ASRJETS) (2019) Volume 62, No  1, pp 39-53 
42 
 
2.4 Theoretical Foundation 
As explained by the author of [22], social commerce is a subset of e-commerce. Hence, the fundamental theories 
used to explain e-commerce adoption are also used to explain the social commerce engagement of consumers 
[1,17]. There are well established theories  to study the user beliefs and behaviour towards user acceptance and 
aoption of new technologis. Accordng to the review of literature, Theory of Reasoned Action (TRA) [25,26] 
Theory of Planned Behaviour (TPB) [27], Diffusion of Innovations Theory (DOI) [28], Unified Theory of 
Acceptance and Use of Technology (UTAUT) [29], and TAM [30] were prominent theories used by many prior 
research on technology adoption and acceptance [2,31]. Amongst them the review revealed that TAM [32] as 
the dominant theory used in IS literature to investigate user acceptance and adoption of different technologies 
[22,29,33,34]. Thus, in this study, TAM constructs were integrated with collaboration research theories to 
identify the role of social commerce on online purchase intentions of consumers. 
3. Conceptual Model and Hypotheses 
TAM has been applied to a range of technology related studies and has been a strong predictor of individuals’ 
technology adoption and acceptance [35]. People will adopt a certain system believing that it will be useful in 
improving the productivity, and/or individual satisfaction of execution of certain tasks [36]. According to the 
authors of [30] individual’s information technology acceptance behavior is determined by perceived usefulness 
(PU), perceived ease of use (PEOU), attitudes toward using information technology, and intentions to use 
information technology. Besides, the review of literature revealed several other factors that were influencing the 
enactment and gratification of individuals and groups using a technology [36,37,38]. The proposed research 
model in this study integrated theories from collaboration research with TAM to explain a holistic view of 
consumer intention to use social commerce. The factors identified in the context of collaboration research 
(social presence theory, channel expansion theory and the task closure model) were categorized as technology 
characteristics, individual and group characteristics, task characteristics, and situational characteristics [39]. The 
current study theorized that the technology characteristics, individual and group characteristics, task 
characteristics as predictors of PU and PEOU whilst situational characteristics as a predictor of technology use. 
Thus, the TAM was extended with those antecedents to provide a better view of the role played by social 
commerce in consumer intention to purchase online. 
3.1 Technology Characteristics 
Collaboration technologies provide different capabilities for different groups and individuals that can be used in 
different ways [40]. Same technology can be used in different ways to accomplish different outcomes by the 
individuals or groups [36]. The author of [41] explained technology characteristics as characteristics used and 
practiced by the users rather than characteristics in-built in the technology. Authors of [30] explained that social 
presence theory, media richness theory and the task closure model as important theories that formed the 
selection of collaboration technologies. Those theories attempt to describe why individuals prefer to choose one 
technology over other [35]. Thus, in this study, social presence, media richness, immediacy of communication 
and concurrency adopted from those theories were used as technology characteristics. Further, authors of [30] 
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identified that PU, PEOU, and attitudes as determinants of technology characteristics. The researchers of [35] 
proved that these three characteristics as predictors of intention to use. Thus, the following hypotheses are 
proposed: 
H1: Technology characteristics has a positive influence on attitude toward using social commerce  
H2: Technology characteristics has a positive influence on PU 
H3: Technology characteristics has a positive influence on PEOU 
3.2 Individual and Group Characteristics 
The researcher of [42] defined individual characteristics as some postulated attributes characterizing one or 
more individuals and characteristics of a group of individuals can be considered as group characteristics. For the 
successful use of collaboration technologies, individual and group characteristics are essential [43]. Individuals 
and groups are trying to fulfill different needs.  The investigators of [35] focused on three specific factors which 
are possible to have the greatest effect on intention to use collaboration technologies. They are technology 
experience, self-efficacy and familiarity with communication partners. Further, the authors of [39] added one 
more dimension typing speed, that could affect a user’s perception of easy to use and attitude toward the 
technology.  Thus, social commerce experience, typing speed, self-efficacy and familiarity with others are used 
as individual and group characteristics in this study. These characteristics are important in technology use 
[35,39]. The authors of [39] identified that individual and group characteristics as determinants of PEOU and 
attitude towards using the collaboration technology. Thus, the following hypotheses are proposed: 
H4: Individual and group characteristics has a positive influence on attitude toward using social commerce  
H5: Individual and group characteristics has a positive influence on PEOU  
3.3 Task Characteristics 
Task characteristics affect attitude of an individual [37,38,43]. In literature, mobility was identified as a task 
characteristic [35,39]. Mobility refers to the extent to which the tasks performed by the user require him/her to 
be away from his/her work environment [39:25]. Thus, this study used mobility as the task characteristic which 
was an important determinant of an individual’s attitude towards using social commerce [44]. Mobility will 
increase the efficiency and effectiveness of a user, using a collaboration technology and thus, the user thinks it 
will in turn affect PU [43]. Thus, the following hypothesis is proposed: 
H6: Task characteristics has a positive influence on PU 
3.4 Situational Characteristics 
A situation is a context in which the collaboration technology is implemented [43]. Social influence refers to the 
influence of significant individuals in the organizational context and it can directly affect the intention to use a 
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collaboration technology [35,45,46]. Collaboration technology use will not depend only on the impact of other 
individuals but also on a group of individuals [39,47]. Investigators of [39] examined subjective norm as a 
situational variable. Subjective norm is defined as, an individual’s perception of whether or not people important 
to them think a behavior should be performed [22:55]. Therefore, in this study, subjective norm was identified 
as a situational characteristic. The author of [27] identified that subjective norm is a strong predictor of 
intentions to perform a behavior. Further, the findings of [48] proved that people’s intention to use social 
commerce is directly influenced by subjective norm. Thus, the following hypothesis is proposed: 
H7: Situational characteristics has a positive influence on intention to use social commerce 
3.5 Perceived Usefulness (PU) 
PU can be defined as the extent to which an individual perceives that using a system will enhance his/her 
productivity [30:320]. The authors of [30] identified that PU is correlated with the decision to adopt a new 
technology. Thus, PU was identified as an important predictor of intention to use a technology [30,49]. The 
impact of PU on intention to use was tested and validated by many researchers [32,50]. The findings of [51] 
stated that PU is associated with intention to use new technologies. This relationship was further validated in e-
commerce studies [2,22,52]. Moreover, the researchers of [30] identified that PU has a significant impact on 
attitude toward using a technology. This finding was validated even in social commerce research [8,53,54]. 
Thus, the following hypotheses are proposed: 
H8: PU has a positive influence on intention to use social commerce 
H9: PU has a positive influence on attitude toward using social commerce 
3.6 Perceived Ease of Use (PEOU) 
PEOU refers to the degree to which a person believes that using a system would be free of effort [30:320]. The 
authors of [30] affirmed that PEOU as an important predictor for potential adopters of systems, as it affects to 
the experience of the user when they adopt a new system. Which in turn results in the increase of PEOU. The 
authors of [55] identified PEOU as the capability of navigating and evaluating the content of social networking 
sites with or without any influence of others. Further, some other studies identified PEOU as a significant 
predictor in understanding and explaining the intention to buy in social commerce [2,56,39]. Moreover, 
researchers of [26] proved that PEOU has a direct influence on PU and attitude towards using a technology. This 
finding was further justified by the author of [32,44,53].  A large number of prior studies have proved that 
PEOU has an impact on PU [57,58,59]. Thus, the following hypotheses are formulated:   
H10: PEOU has a positive influence on PU 
H11: PEOU has a positive influence on the attitude toward using social commerce  
H12: PEOU has a positive influence on the intention to use social commerce 
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3.7 Attitude toward using social commerce 
Attitude is formed based on the beliefs of the consequences of a behavior and individuals’ assessment of those 
consequences [60]. This was commonly studied and further validated in previous research by providing that 
attitude towards using a technology has a significant direct effect on the intention to use a technology 
[26,30,61,62]. This finding was validated even in social commerce research [8,44,53,54]. Thus, based on the 
above justification the following hypothesis was formulated: 
H13: Attitude towards using social commerce has a positive influence on the intention to use social commerce. 
 
Figure 1: Conceptual Model 
4. Methodology 
This study can be characterized as an exploratory research [63]. The study employed the quantitative method by 
administering a survey questionnaire. An online survey was used to collect data and it was developed using 
items validated in prior research. This has ensured the face validity of the survey instrument. All the items were 
measured using a 7-point Likert scale with the anchors from “Strongly disagree” to “Strongly agree”. 
Questionnaire survey method and the 7-point Likert scale was commonly used in similar prior studies 
[56,64,65]. The first section of the questionnaire consists of questions to measure the independent variables and 
the dependent variable whereas the final section of the questionnaire comprised of questions to collect 
demographic data of respondents. The sample was selected by using simple random sampling. The 
questionnaire was administered to postgraduate students who are following MBA/MSc programs at the 
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Age 
University of Sri Jayewardenepura. The online questionnaire was shared among 500 participants through e-mail. 
160 responses were received resulting 32% total response rate and the 152 complete responses were used for the 
analysis. The findings of [66] revealed that postgraduate students are a very good target group for e-commerce 
research studies as they have access to the Internet and have the opportunity to use the Internet for 
communication and online purchases. Two reminders were used in the data collection to increase the response 
rate.  In data analysis, Statistical Package for Social Sciences (SPSS Version 23) was used for data screening 
and descriptive data analysis and Partial Least Square Structural Equation Modelling (PLS-SEM) was used for 
validating the model and for hypotheses testing. Table 1 presents the sample composition by age and the gender 
of the respondent. 
Table 1: Sample composition by age and the gender of the respondent 
               Gender   
  
Male Female 
25-30 years 13 9% 89 59% 
31-35 years 29 19% 9 6% 
36-40 years 3 2% 4 3% 
41-45 years 5 3% 0 0% 
More than 45 years 0 0% 0 0% 
5. Data Analysis 
As this study used self-reported survey method; to address the issue of common method variance, Harman’s 
single factor test was applied. Exploratory Factor Analysis with unrotated solution results revealed that the 
highest covariance explained by one factor was 26%. Hence, neither of the factors constitute the majority of 
variance. PLS-SEM was used to assess the conceptual model. Thus, measurement model and structural model 
were evaluated using Smart PLS 3.0.  
5.1 Measurement Model Evaluation 
As all the outer loadings were above the accepted level of 0.6 [67,68] which ensures the content validity of the 
questionnaire. Composite reliability values which are greater than 0.80 established the internal consistency of 
the model. The reliability was assured as all the Cronbach’s alpha coefficients and the composite reliability 
scores were in the threshold level which was suggested by [68]. Measurement scales’ validity was established 
through Confirmatory factor analysis. Factor loadings, composite reliability and the Average Variance Extracted 
(AVE) values were used to ensure the convergent validity. AVE s for each latent variable were higher than 0.5, 
thus providing adequate level of convergent validity. As none of the square roots were greater than its highest 
correlation with any other latent construct [69] discriminant validity was established. 
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Table 2: Composite reliability and Convergent validity of the constructs 
 Cronbach's 
Alpha 
Composite 
Reliability 
AVE 
Individual and Group Characteristics 0.908 0.924 0.55 
Situational Characteristics 0.931 0.956 0.879 
Task Characteristics 0.832 0.901 0.753 
Technology Characteristics 0.924 0.934 0.454 
Perceived Ease of Use 0.85 0.894 0.629 
Perceived Usefulness 0.898 0.922 0.665 
Attitude Toward using Social Commerce 0.814 0.878 0.644 
Intention to use Social Commerce 0.903 0.905 0.928 
Table 3: Correlations between main constructs 
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Attitude Toward 
using Social 
Commerce 
0.802        
Individual and 
Group 
Characteristics 
0.579 0.742       
Intention to use 
Social Commerce 
0.778 0.603 0.849      
Perceived Ease of 
Use 
0.692 0.615 0.676 0.793     
Perceived 
Usefulness 
0.709 0.588 0.739 0.613 0.816    
Situational 
Characteristics 
0.514 0.678 0.591 0.499 0.695 0.937   
Task 
Characteristics 
0.672 0.739 0.599 0.592 0.629 0.616 0.868  
Technology 
Characteristics 
0.704 0.720 0.661 0.617 0.693 0.569 0.682 0.674 
 
5.2 Structural Model Evaluation 
The model’s predictive power and the associations amongst the constructs were investigated in order to judge 
the quality of the model [69]. Coefficient of Determination (R
2
 Value) was used to determine the model fit. 
Findings of [69] suggested that in general, R
2
 values of 0.75, 0.50, or 0.25 for the endogenous construct can be 
described as substantial, moderate, and weak, respectively. Accordingly, model explained 64.8% of variance in 
attitude towards using social commerce, 69.9% in intention to use, 44.1% in PEOU and 55.8% in PU. The 
strength of the relationships in the conceptual model was assessed using path coefficients. From the hypotheses 
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specified above, all hypotheses, except hypotheses H4 and H7, were accepted at p<0.05 confidence level. 
Table 4: Summary of the hypothesis testing 
Hypothesis Beta value p value Result 
H1 Technology characteristics has a positive influence on 
attitude toward using social commerce  
0.302 0.001 Supported 
H2 Technology characteristics has a positive influence on PU 0.398 0.000 Supported 
H3 Technology characteristics has a positive influence on 
PEOU 
0.362 0.000 Supported 
H4 Individual and group characteristics has a positive influence 
on attitude toward using social commerce  
-0.025 0.751 Not 
Supported 
H5 Individual and group characteristics has a positive influence 
on PEOU 
0.354 0.000 Supported 
H6 Task characteristics has a positive influence on PU 0.215 0.009 Supported 
H7 Situational characteristics has a positive influence on 
intention to use social commerce 
0.110 0.213 Not 
Supported 
H8 PU has a positive influence on intention to use social 
commerce 
0.260 0.005 Supported 
H9 PU has a positive influence on attitude toward using social 
commerce 
0.313 0.000 Supported 
H10 PEOU has a positive influence on PU 0.241 0.016 Supported 
H11 PEOU has a positive influence on the attitude toward using 
social commerce  
0.329 0.000 Supported 
H12 PEOU has a positive influence on the intention to use social 
commerce 
0.172 0.041 Supported 
H13 Attitude towards using social commerce has a positive 
influence on the intention to use social commerce 
0.418 0.000 Supported 
6. Discussion 
Rapid increase in the usage of social media has made social media mediated purchasing more popular. 
According to the findings of this study, it was identified that technology characteristics, task characteristics and 
PEOU has a positive influence on PU which confirms the research findings of [39,70]. Further, hypothesis 
relating to individual and group characteristics and situational characteristics when determining the use of social 
commerce were not supported where these findings are consistent with the findings of [35,39,70]. Moreover, it 
was identified that there is a positive influence on PU, attitude of using social commerce and intention to use 
social commerce from PEOU. These findings are consistent with the findings of [39,70]. Similarly, this study 
confirms the findings of [35,39,70] by having a positive influence from attitude of using social commerce on the 
intention to use social commerce. Attitude towards using social commerce had the highest effect on intension to 
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use social commerce. Further, technology characteristics had a strong effect on PU and PEOU. The findings 
were consistent with previous research [39,70].  
7. Limitations and future research 
Cross sectional nature of the study can be identified as a limitation of this research. As technology is a highly 
dynamic concept, it creates avenues for longitudinal studies in future. As the study utilized the responses 
received from the postgraduate students in Sri Lanka generalizability to the consumers in other countries should 
be examined in future research. Thus, researchers have the opportunity to do cross cultural analysis in future.  
8. Conclusion 
The purpose of the current study was to identify the role of social media on consumers’ online purchase 
intention as it could provide vital information for organizations in developing their marketing strategies. TAM 
was extended with the factors from collaboration theories identified through the review of literature. Those 
factors were categorized as technology characteristics, individual and group characteristics, task characteristics, 
and situational characteristics. The model will provide a better representation of the role of social commerce on 
customer intention to purchase online. The conceptual model was statistically validated in this study with the 
empirical data.  This study will add value to social science studies by validating a comprehensive model in 
examining the role of social commerce on online purchase intention of consumers.  Hence, it will narrow the 
knowledge gap in this context. Furthermore, this study has important implications for marketers in terms of 
developing marketing strategies by understanding the consumer behavior. Thus, the findings of this study would 
provide valuable information to strategy developers in organizations about important social and behavioral 
factors that affect the use of social commerce by customers. According to the findings of the study, significant 
relationships between the identified factors of collaboration theories and TAM constructs were identified.  
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